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Movic merupakan aplikasi dibawah naungan grup Astra dimana 
pengguna aplikasi ini dapat melakukan rental mobil baik sebagai penyedia 
ataupun peminjam mobil. Penelitian ini dilatarbelakangi dengan 
perkembangan teknologi dan berkembangnya industri transportasi. Maka, 
penelitian ini bertujuan untuk menganalisis dan menjelaskan hubungan dari 
word of mouth, TAM (Technology Acceptance Model), dan trust terhadap 
intention to use pelanggan untuk menggunakan aplikasi Movic. 
Penelitian ini menggunakan metode pengumpulan data descriptive 
research dan cross sectional design. Sumber data yang digunakan adalah 
dengan menyebar kuesioner secara online dan offline. Landasan teori yang 
digunakan adalah Negative E-WOM, Trust, Perceived Ease of Use, 
Perceived Usefulness, Perceived Risk, dan Intention to Use. 
 
 



















Movic is an application of the Astra group where users of this 
application can make car rentals, either as providers or car borrowers. This 
research based on the development of technology and the development of 
the transportation industry. So, this study aims to analyze and explain the 
relationship of word of mouth, TAM (Technology Acceptance Model), and 
trust in customer intention to use to use the Movic application. 
This research uses descriptive research data collection methods and 
cross sectional design. The data source used is by distributing online 
questionnaires. The theoretical basis used is Negative E-WOM, Trust, 




























LEMBAR PENGESAHAN LAPORAN SKRIPSI ............................................ i 
LEMBAR PERNYATAAN TIDAK MELAKUKAN PLAGIAT ........................ ii 
KATA PENGANTAR .................................................................................. iii 
ABSTRAK .................................................................................................. v 
ABSTRACT ................................................................................................ vi 
DAFTAR ISI .............................................................................................. vii 
DAFTAR GAMBAR .................................................................................... xi 
DAFTAR TABEL ....................................................................................... xii 
BAB I ......................................................................................................... 1 
1.1 Latar Belakang ....................................................................................... 1 
1.2 Rumusan Masalah ................................................................................ 8 
1.3 Tujuan Penelitian ............................................................................... 10 
1.4 Batasan Penelitian .............................................................................. 11 
1.5 Manfaat Penelitian ............................................................................. 11 
1.5.1 Manfaat Akademis .................................................................. 11 
1.5.2 Manfaat Praktis ...................................................................... 12 
1.6 Sistematika Penelitian .................................................................... 12 
BAB II ...................................................................................................... 14 
2.1 Tinjauan Pustaka ............................................................................... 14 
2.1.1 E-Business .................................................................................. 14 
2.1.2 Consumer Behavior...................................................................... 14 
2.1.3 E-WOM ...................................................................................... 15 
2.1.4 Trust ........................................................................................... 17 




2.1.6 Perceived Usefulness .................................................................... 18 
2.1.7 Perceived Ease of Use .................................................................. 19 
2.1.8 Perceived Risk ............................................................................. 19 
2.1.9 Intention to Use ........................................................................... 20 
2.2 Hipotesis Penelitian ........................................................................... 20 
2.2.1 Pengaruh Perceived Usefulness terhadap Intention to Use ................ 20 
2.2.2 Pengaruh Perceived Ease of Use terhadap Intention to Use ............... 21 
2.2.3 Pengaruh Perceived Ease of Use terhadap Perceived Usefulness ....... 21 
2.2.4 Pengaruh E-WOM terhadap Intention to Use .................................. 21 
2.2.5 Pengaruh E-WOM terhadap Trust .................................................. 22 
2.2.6 Pengaruh Trust terhadap Perceived Risk ......................................... 22 
2.2.7 Pengaruh Perceived Risk terhadap Intention to Use ......................... 22 
2.3 Model Penelitian ................................................................................ 23 
2.4 Penelitian Terdahulu .......................................................................... 24 
BAB III ..................................................................................................... 26 
3.1 Gambaran Umum Objek Penelitian ...................................................... 26 
3.2 Jenis dan Desain Penelitian ................................................................. 27 
3.2.1 Prosedur Penelitian ...................................................................... 28 
3.3 Ruang Lingkup Penelitian ................................................................... 29 
3.3.1 Target Populasi ............................................................................ 29 
3.3.2 Sampling Techniques ................................................................... 29 
3.3.3 Sampling Size ............................................................................. 31 
3.3.4 Identifikasi Variabel Penelitian ...................................................... 31 
3.3.5 Metode Pengumpulan Data ........................................................... 32 
3.4  Definisi Operasional Variabel ......................................................... 32 




3.5.1 Uji Instrumen .............................................................................. 39 
3.5.1.1 Uji Pre-test ............................................................................... 39 
3.5.2 Metode Analisis Data dengan Struktural Equation Model ................. 41 
3.6 Model Pengukuran ............................................................................. 47 
BAB IV ..................................................................................................... 51 
4.1 Deskripsi Hasil Penelitian ................................................................... 51 
4.2 Deskripsi Profil Responden ................................................................. 51 
4.2.1 Profil Responden Berdasarkan Jenis Kelamin ................................. 51 
4.2.2 Profil Responden Berdasarkan Usia ............................................... 52 
4.2.3 Profil Responden Berdasarkan Pekerjaan ........................................ 53 
4.2.4 Profil Responden Berdasarkan Domisili ......................................... 54 
4.3 Analisis Deskriptif ............................................................................. 54 
4.3.1 E-Word of Mouth ........................................................................ 55 
4.3.2 Trust ........................................................................................... 56 
4.3.3 Perceived Risk ............................................................................. 57 
4.3.4 Perceived Ease of Use .................................................................. 58 
4.3.5 Perceived Usefulness .................................................................... 59 
4.3.6 Intention to Use ........................................................................... 60 
4.4 Uji Instrumen .................................................................................... 61 
4.4.1 Uji Validitas Pre-Test ................................................................... 61 
4.4.2 Uji Reabilitas Pre-Test ................................................................. 62 
4.5 Hasil Analisis Data Structural Equation Model ..................................... 63 
4.5.1 Hasil Analisis Kecocokan Seluruh Model Absolute Fit Measure ....... 63 
4.5.2 Hasil Analisis Measurement Model ............................................... 71 
4.6 Analisis Hubungan Kausal .................................................................. 73 




4.7.1 Pengaruh Perceived Usefulness terhadap Intention to Use ................ 76 
4.7.2 Pengaruh E-Word of Mouth terhadap Intention to Use ...................... 76 
4.7.3 Pengaruh E-Word of Mouth terhadap Trust ..................................... 76 
4.7.4 Pengaruh Trust terhadap Perceived Risk ......................................... 77 
4.7.5 Pengaruh Perceived Risk terhadap Intention to Use ......................... 77 
4.8 Implikasi Manajerial .......................................................................... 78 
4.8.1 Upaya meningkatkan Perceived Usefulness terhadap Intention to Use 78 
4.8.2 Upaya meningkatkan E-Word of Mouth terhadap Intention to Use .... 78 
4.8.3 Upaya meningkatkan E-Word of Mouth terhadap Trust ................... 79 
4.8.4 Upaya meningkatkan Trust terhadap Perceived Risk ........................ 80 
BAB 5 ....................................................................................................... 82 
5.1 Kesimpulan ....................................................................................... 82 
5.2 Saran ................................................................................................ 83 
5.2.1 Saran Bagi Perusahaan ................................................................. 83 
5.2.2 Saran Bagi Penelitian Selanjutnya ................................................. 83 
DAFTAR PUSTAKA ................................................................................. 84 















Gambar  1. Pengguna Media Digital Seluruh Dunia (2020) ................................... 2 
Gambar  2. Countries by Worldwide Downloads ................................................... 3 
Gambar  3. Kunjungan Bulanan Wisatawan Mancanegara .................................... 4 
Gambar  4. Use of Ride-Hailing Apps .................................................................... 5 
Gambar  5. Review Aplikasi Movic IOS ................................................................ 7 
Gambar  6. Model Penelitian ................................................................................ 23 
Gambar  7. Logo Movic ........................................................................................ 26 
Gambar  8. Klasifikasi Dalam Riset Pemasaran ................................................... 27 
Gambar  9. Model Pengukuran Negatif EWOM ................................................... 48 
Gambar  10. Model Pengukuran Trust .................................................................. 48 
Gambar  11. Model Pengukuran Perceived Risk .................................................. 48 
Gambar  12. Model Pengukuran Perceived Ease of Use ...................................... 49 
Gambar  13. Model Pengukuran Perceived Usefulness ........................................ 50 
Gambar  14. Model Pengukuran Intention to Use................................................. 50 
Gambar  15. Presentase Responden Berdasarkan Jenis Kelamin ......................... 51 
Gambar  16. Presentase Responden Berdasarkan Usia ......................................... 52 
Gambar  17. Presentase Responden Berdasarkan Pekerjaan ................................ 53 
Gambar  18. Presentase Responden Berdasarkan Domisili .................................. 54 
Gambar  19. Path Diagram Standardized Loading Factor E-WOM ..................... 65 
Gambar  20. Path Diagram Standardized Loading Factor Perceived Ease Of Use66 
Gambar  21. Path Diagram Standardized Loading Factor Trust ........................... 67 
Gambar  22. Path Diagram Standardized Loading Factor Perceived Risk ........... 68 
Gambar  23. Path Diagram Standardized Loading Factor Perceived Usefulness . 69 
Gambar  24. Path Diagram Standardized Loading Factor Intention To Use ........ 70 
Gambar  25. Measurement Model Path Diagram Standardized Solution ............. 71 
Gambar  26. Measurement Model Path Diagram T-Value ................................... 73 
Gambar  27. Ilustrasi Tanggapan Komentar Pada Aplikasi .................................. 79 
Gambar  28. Ilustrasi Penggunaan Endorse pada Selebgram ................................ 80 








Tabel  1. Penelitian Terdahulu .............................................................................. 24 
Tabel  2. Tabel Operasional .................................................................................. 33 
Tabel  3.  Perbandingan Ukuran Goodness of Fit Absolute Fit Measure ............. 45 
Tabel  4. Perbandingan Ukuran Goodness of Fit Incremental Fit Measure .......... 45 
Tabel  5. Perbandingan Ukuran Goodness of Fit Parsimonius Fit Measure ......... 46 
Tabel  6. Kriteria Penilaian Mean Berdasarkan Interval ....................................... 55 
Tabel  7. Penilaian Responden Terhadap Variabel E-Word of Mouth ................. 55 
Tabel  8. Penilaian Responden Terhadap Variabel Trust ...................................... 56 
Tabel  9. Penilaian Responden Terhadap Variabel Perceived Risk ...................... 57 
Tabel  10. Penilaian Responden Terhadap Variabel Perceived Ease of Use ........ 58 
Tabel  11. Penilaian Responden Terhadap Variabel Perceived Usefulness .......... 59 
Tabel  12. Penilaian Responden Terhadap Variabel Intention to Use .................. 60 
Tabel  13. Hasil Uji Validitas Pre-Test ................................................................. 61 
Tabel  14. Hasil Uji Reabilitas Pre-Test................................................................ 62 
Tabel  15. Hasil Analisis Model Absolute Fit Measure ........................................ 63 
Tabel  16. Hasil Analisis Model Incremental Fit Measure ................................... 64 
Tabel  17. Hasil Analisis Model Parsimonius Fit Measure ................................... 64 
Tabel  18. Analisis Reabilitas Variabel E-WOM .................................................. 65 
Tabel  19. Analisis Reablititas Variabel Perceived Ease Of Use .......................... 66 
Tabel  20. Analisis Reabilitas Variabel Trust ....................................................... 67 
Tabel  21. Analisis Reabilitas Variabel Perceived Risk ........................................ 68 
Tabel  22. Analisis Reabilitas Variabel Perceived Usefulness ............................. 69 
Tabel  23. Analisis Reabilitas Variabel Intention To Use ..................................... 70 
Tabel  24. Hasil Uji Validitas Measurement Model ............................................. 72 
Tabel  25. Hasil Analisis Struktural Model ........................................................... 74 
 
